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The electronic and information (E&I) industry is one of the world's fastest 
growing high-tech industries. In many countries, it plays a prominent role in the 
national economy. In China, the E&I industry is also an important pillar of the GDP 
and the main force of the "Information technology to stimulate industrialization" 
strategy. However, most of our companies have long been the world’s largest 
processing plants of the E&I industry, only the product output, not the brand output. 
Brand problem has been the bottleneck in the expansion and development of China's 
E&I industry. With the appraisal of the brand value, the E&I enterprises can 
understand the importance and the situation of the brand. Then they can build the 
brand scientifically, professionally and systematically to increase its value, so that it 
would create greater value for companies. Therefore, how to evaluate the E&I 
industry brand equity accurately has become one of the focuses for both academia and 
corporations. 
However, some of the existing brand valuation approaches have defects. Cost 
method, for example, only focuses on the cost, without considering the brand’s market 
performance and some qualitative indicators, may lead to inadequate assessment of 
the brand value in the E&I industry with speeding development. For these 
deficiencies, the paper introduces a brand valuation model --- Hirose model developed 
by Japanese accounting academia. Hirose model reveals that brand value was driven 
by three drivers: prestige driver, loyalty driver and expansion driver. It designs a 
number of quantifiable indicators using the data from the public-disclosure financial 
report to measure the value of brand equity. Finally, in the empirical analysis, the 
paper selects some listed companies as samples from electronic & information 
industry with A-shares, and uses HIROSE model to measure their brand value. So it 
can demonstrate the application of the model in China’s E&I industry. 















paper concluded that: (1) It would be appropriate to promote the HIROSE model in 
China’s E&I industry, which allows corporations to understand their brand 
development, and to make the horizontal comparison within the industry. (2) 
Corporations should focus on enhancing their brand value. They should create their 
own brand management system, and take the brand as their primary core competence. 
It needs a long-term and persistent investment to build and maintain a success brand. 
(3) Since there is a strong homogeneity in some products or services provided by the 
E&I industry, the corporations should strengthen the construction of the consumer 
loyalty, and take the “providing consumers a unique brand image” as one of the cores 
in brand management system. 
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